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    文章在分析了我国城市商业银行的发展历程及市场营销现状，结合国内外先进
银行的做法，对我国城市商业银行的细分市场标准、市场定位进行分析。在此基础
























From the history of the development of Chinese banking industry, small and 
medium-sized commercial banks is based on the development of large state-owned banks 
in the financial markets on the monopoly, and the development of a classification of city 
commercial banks is more complex. City commercial banks has transformed from city 
credit cooperatives, or from a Sino-foreign joint venture banks, but their growth can 
optimize China's financial system, enrich the financing channels for enterprises to promote 
the market competition. 
Despite the rapid economic growth, Chinese city commercial banks have developed 
rapidly, but there are still many problems. As we all know, the financial industry is a 
capital intensive industry, considerable dependence on the scale of capital. However the 
city commercial banks in the asset scale, network coverage and business aspects are at a 
distinct disadvantage, coupled with the national policy orientation, its development faces 
dozens of difficulties. Secondly, with technological progress and market economic activity 
continues to improve, Chinese city commercial banks are facing new external challenges: 
numbers of foreign banks have landed in Chinese; private banks approved, bring bigger 
impact of new financial institutions; "Internet plus" era, product innovation, accelerating 
the pace of scientific and technological progress etc. The city commercial banks, which 
had existed in the national banks, such as large banks and joint-stock banks, are facing 
more intense competition. Under the influence of internal and external factors, the 
traditional marketing model has been difficult to adapt, how to locate the city commercial 
banks, how to choose the target market, and on this basis to establish a unique marketing 
strategy, they must actively face the problem.  
This paper analyzes the development course and marketing situation of China’s city 
commercial banks, and analyzes the market criteria and market positioning of China’s city 
commercial banks in the light of the practice of advanced banks both at home and abroad. 
On this basis, this paper takes X bank as an example, analyzes the current marketing 
situation of SWOT, and puts forward some suggestions on the marketing strategy of 
SMEs and retail marketing under 4C marketing theory. Through the research, this paper 
argues that the status of city commercial banks in China's financial system is still 
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pay more attention to small and medium enterprises market and retail business segment, 
customer-centric, Give full play to the differentiated competitive strategy, from the 
customer needs, costs, convenience and communication designed to create a new 
combination of marketing model to meet market demand, and hope that through the X 
bank analysis and recommendations for the city business The development of banks to 
develop ideas. 
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截至 2016 年 6 月，X 银行资产规模 5108 亿元，在 2016 年英国《银行家》杂志评选
的“全球 1000大银行排名”中，按总资产排名前 220名，按一级资本排名前 250名。
同时，在中国银行业协会 2016年最新发布的商业银行风控能力排名中，位列第五位；
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